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Quantitative and Qualitative Research for Understanding
User Experience, Usability Testing and Consumer Insights

CEOCFO: Ms. Rodriguez, would you tell us about Key Lime Interactive?
Mr. Rodriguez: Key Lime Interactive is a quantitative and qualitative research firm that 
serves Fortune 500s, helping them understand the user experience, their customer’s 
journey, and ultimately optimizes experiences with their products. 

CEOCFO: What is a typical engagement?
Ms. Rodriguez: Our most frequent engagement is with a Fortune 500 company who is 
in the planning stages or the midst of updating or building a new digital property; this can 
be any product from a mobile app to a physical product such as a medical device. 

We are brought into the process as a third party partner test products with users to 
make sure they work the way they the stakeholders expect, that it is easy to use, and 
frustration-free. If the product isn’t meeting these goals, clients seek our guidance as to 
how they can improve before they go live or bring it to market.

Some first-time clients will commit to user testing products late in the game just before 
they to go market. Unfortunately, when they neglect to consider their user until this point 
in time many pain points exist and it’s often too late to adequately course correct. This 
leads to products in the market that are not user friendly. 

The next engagement with our team is often an effort to initiate user testing at an earlier 
stage. This shifts the client’s product development model a bit and they become a 
longer-term client. When we enter the picture earlier, we’re able create behavioral 
personas to help the client understand and identify with who their customers are, their 
needs, wants, behaviors, as well as the gaps and opportunities. We will complete 
customer journey mapping exercises and go through end-to-end life cycle of that 
customer and understanding their pain points and the opportunities that exist; as well 
and moments of truth and anything from awareness, “how well the client is doing?” and 
product awareness, to advocacy.

CEOCFO: What might you look for when you are assessing if they have a good product that perhaps less 
experienced companies would not know to review?
Ms. Rodriguez: Less experienced companies make assumptions that they truly “know” the user and don’t need to 
conduct research. More experienced companies, however, know that this is not true; they recognize that they are not the 
“user” and that their own perspective innately has bias. These organizations understand the colossal negative impact of 
launching a product that is unfit for easy user adoption and consumption. No one wants to use a site or pick up a product 
that is confusing or counter intuitive. I have seen many big and small clients stumble with products that fail to pass simple 
task-based research for ease of use. The competition is fierce; users want instant gratification, they want seamless and 
intuitive solutions, they will abandon when they face challenges. The more experienced companies know that it’s worth 
their time and money to avoid this from the start. 

CEOCFO: Does it matter what the product is?
Ms. Rodriguez: It does not matter. Clearly we recognize that the stakes of product failure or confusion in the medical 
device industry are far higher than, say, the ecommerce checkout of a retail site. Imperfect user interaction with medical 
devices can cause harm. I’d argue that testing a variety of products perfects our research acumen; by studying user 
behaviors with a retail app we can properly translate technology trends when suggesting improvements on a medical 
device. 
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CEOCFO: Would your client then go back to the people who created or would you fix the errors?
Ms. Rodriguez: We typically will suggest areas to focus on and take it farther to recommend specific improvements that 
would satisfy the tested users. We aren’t typically the team that fixes it, but we work closely with them to get it corrected. 

CEOCFO: Are you surprised that in 2015, so many sites, systems and apps are so hard to use?
Ms. Rodriguez: It does not surprise me. A client must be committed to user-centered design initiatives, must make a 
budget for user testing and must integrate it into the product development process and maintenance to truly make a 
difference. In 1998, when I began my work in usability research, the philosophy of designing for your audience top of mind 
for many organizations. Recently, in the past 3-5 years, however, we’ve seen a dramatic shift. Companies are so invested 
in getting products right early on that they are tying user satisfaction metrics with executive payouts. User researchers are 
becoming an integral part of the product design and development teams. 

CEOCFO: What terms or keywords would people use to search online for Key Lime?
Ms. Rodriguez: First: “usability testing”. Other common queries include “customer journey mapping”, “expert review” and 
“user interface”. “Persona” or “user experience” has transitioned to a buzzword that replaces “customer experience”. 
“Consumer insight”, too. 

CEOCFO: How do you standout to clients who do not know Key Lime?
Ms. Rodriguez: Occasionally we are perceived as a market research company. We are more specialized than full-service 
market researchers; market researchers approach projects from the early concept phase and incorporate focus groups, 
early conceptual discussion. 

On the contrary, we observe or imagine customers using products or discuss scenarios and how they would use products 
or what their needs are to use these products. 

Another way we differentiate ourselves is to write our own Competitive Industry Reports. This gives us access to best-in-
class and well adopted industry trends, and various successful different design patterns. It provides us deep 
understanding competitive features and opens the door for us to bring insight from the very first conversation with our 
clients.

CEOCFO: What has changed in your approach over time?
Ms. Rodriguez: We always aimed for partnerships with big companies. I recognized early smaller companies struggled to 
allocate budget for testing throughout the product lifecycle; they tend to triage the problems post-launch until they prove to 
themselves that testing early and often pays off. Larger companies, with a more mature perspective on user testing give 
us a seat at the table, they get what we do, they allow us to be the voice of their user and that relationship has longevity. 

Additionally, as a company owner, I am starting to appreciate the value of hiring the right talent. Before I thought more 
about the capital expenditure; but I’ve recognized that talented people both simplify and strengthen our relationships with 
clients. The industry is very receptive to this.

CEOCFO: Why pay attention to Key Lime Interactive?
Mr. Rodriguez: Experience matters and we get things done. We are doers and we help our clients to be doers too. We 
value relationships and only thrive when our clients are successful. 

For more information visit: www.keylimeinteractive.com
Contact: Ania Rodriguez 305-809-0555 ania@kelimeinteractive.com

“No one wants to use a site or pick up a product that is confusing or counter intuitive. I have seen many big and small 
clients stumble with products that fail to pass simple task-based research for ease of use.” - Ania Rodriguez


